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Sales Development Plan

TOPICS
• Strategy – How do we sell?
• Short Story – Five sentence elevator pitch
• Problem – What problem do you solve for who?
• Solution – What is the solution; how does it work?
• Differentiation – What makes it unique?
• Value – Why will a buyer buy it?
• Market – How much opportunity: when, and where?
• Pricing – How much should it cost?
• Sales – How much will it cost to sell?
• Support – How much will it cost to support?
• Branding – Who are we?
• Competitors – Who could be our competitors?
• Targets – Who should be our customers?
• Influencers – Who can convince others to buy?
• High Volume Opportunities – Who are the BIG buyers?
• Fulfillment – How do we deliver it?
• Distribution – How can we scale fulfillment?
• Actions – How do we get started? Next steps.
• Appendix

STRATEGY
How do we sell?

Figure 1

Convince Me!™ (refer to Figure 1) is both a strategic and tactical model for 
understanding how to sell a product, service, or point of view.

On the left are the four phases of a sales cycle: find your customers, educate them, ask 
them to buy, and build a long term relationship that turns them into repeat business.

Find your customers – The first step of the sales cycle is finding people to might want to 
buy what you’re selling. Usually this involves building a list of qualified prospects from a 
pool of suspect opportunities, and generating market awareness. The contact list is built 
either by research, referral, or response to market awareness activities. A contact list 
can contain two types of people: influencers and buyers. Both are critical to your 
success.
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Educate (Plan, Tell, Show, Try, Foster) – The second phase of the sales cycle – 
educating your potential customers – is critical. Educating influencers and buyers 
requires five steps:

• Plan the trip (this document)
• Tell your story (explain: who, what, why ...)
• Show proof (logically prove what you said is true)
• Try it (invoke emotions using kinesthetic “hands-on” activities)
• Satisfy completely (answer concerns & questions, guarantee)

Close – If you have listened to your prospect, educated them, given them an 
opportunity to emotionally connect with your what you’re selling, and ask questions for 
which you have answers - then you don’t “close” them; they “close” themselves. Your 
job is to ask for their business. Customers who buy because they convince themselves, 
not that you influenced their decision process to the point where you decided for them, 
are always the best long term customers.

Foster – Ultimately your goal is to create a SMART buyer (a Satisfied, Motivated 
Advocate who is Remorseless & Trusting). SMART buyers are in it for the long term if 
you have their respect. They’re happy & glad to tell others about how well they like your 
product, service, or point-of-view. Because they convinced themselves (using a 
combination of both emotional engagement and logical decision making), they rarely 
exhibit “buyers remorse.” They trust you. And they’re more inclined to come back to you 
and buy again.

The purpose of this document is to help you define your story and begin to set a 
strategy for educating your buyer. You need to take them from their Point A (“where” 
they are) to your Point B (buying your product, service, or point-of-view). This sales 
development plan is the beginning of your roadmap. In it we repeatedly rely on asking 
seven key questions: what, why, how much, when, where, who, and how.

SHORT STORY
Five sentence elevator pitch

In no more than five short sentences, can you tell your story? That means answering all 
seven of our key questions - and doing so from the buyer’s point-of-view. Remember, 
above all else you need to succinctly answer their first question: who are you and what 
can you do for me. Think like your buyer, not a seller.

TBD

Input from 5/2/17 planning session:
• Saves broken phone charger cords
• Makes propping the phone up vertically on-end easy & convenient
• Affordable, portable, durable
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PROBLEM
What problem do you solve for who?

Because the charging cord for a mobile phone protrudes from the bottom of a phone, 
the cord is susceptible to kinking & breaking. By creating a combination stress relief and 
vertical support, the cord can now be routed to the side of the phone via the 
ChargeGuardZ protector and the phone safely stood on-end. ChargeGuardZ have been 
designed to be compatible with various models & generations of mobile devices 
including iPhone, Samsung, Google mobile phones, and tablets.

Secondary benefits - wind up cords, amplify speaker sound (slightly), attach ear buds.

SOLUTION
What is the solution; how does it work? 

ChargeGuardZ is a molded, one-piece, mobile phone, after-market add-on device. Cast 
using a flexible material (such as urethane or silicone), the charging cord for the mobile 
device is routed through one of several openings molded into the device. By routing the 
charging cord from an orientation aligned with the phone (vertically) to an orientation 
perpendicular to the phone, the cord is no longer in a position to be easily kinked and 
damaged. Also, the ChargeGuardZ device serves as a rest allowing the phone to be 
vertically positioned making it more comfortable for use over extended periods of time. 

Because ChargeGuardZ relies on the strength of the charging cable connector - rather 
than on a slip-around, encompassing grip fit - to attach it to the mobile device, 
ChargeGuardZ can be used with a wide variety of make & model mobile devices.

DIFFERENTIATION
What makes it unique?

There appears to be no devices on the market - or similarly designed phone cases - 
which deliver the two key benefits of ChargeGuardZ.

VALUE
Why will a buyer buy it?

ChargeGuardZ are attractive to a consumer for two reasons. First, they may have 
already had to replace one (or several) broken charging cords due to standing the 
device on-end repeatedly with the cord plugged in. Secondly, it allows the device to 
charge while resting in a vertical orientation (such as sitting in the drink holder of a car 
or truck).
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